This study compares fashion leaders and market mavens by examining the demographic characteristics of fashion leaders and market mavens and how they differ in their evaluation of store and shopping related attributes. Data originated from a national consumer mail survey in the United States. The survey included items measuring market mavenism, fashion leadership, store evaluative attributes, and personal information. Responses from 380 consumers were used for data analysis. Female consumers were found to be more active in word-of-mouth activities in general. Young consumers were more inclined to express fashion leadership while age was not related to market mavenism. A lower level of education increased tendencies for both market mavenism and fashion leadership. In terms of store evaluative criteria, the majority of items in the survey were more important as fashion leadership and market mavenism tendencies increased. Interestingly, the need for knowledgeable or helpful salespeople did not increase with fashion leadership tendencies. Also, fashion leaders were interested in easy return of merchandise and were likely to spend more time in the stores. This study sheds important light on how fashion leadership differ compared to market mavenism. By simultaneously examining fashion leadership and market mavenism using a strong sample base, this study provides sound evidence of how consumers interested in fashion may have differing needs for shopping.
I. Introduction
With growing competition for consumer attention and increasing complexity of marketplace information, interpersonal communication has been increasingly highlighted as a powerful information source where word-of-mouth agents provide shortcuts for consumers to navigate through the plethora of resources and information. As consumers look to other consumers with non profit-oriented motives for guidance in their buying decisions, adding further credibility to their passion as a consumer, interpersonal communication continues to be important to marketers and consumers alike.
The concept of fashion is defined as a form of collective behavior that is socially accepted at a given -904 - †
Corresponding author E-mail: yoheunah@kmu.ac.kr time (Kaiser, 1985) . Due to this fact, fashion has long been recognized as a consumption activity in which the consumer behavior of a critical group of consumers, referred as to as fashion leaders or fashion innovators, is vital to its success and profitability. This leading group of consumers plays an important role in bringing to attention innovative and creative product styles to the rest of the consumer market. The fashion industry, representing a range of product categories from apparel to accessories, is very much dependent on word-of-mouth communication where the buying decisions of consumers becomes a critical marketing tool which adds acceptance and visibility to product offerings for other consumers and also provides indication for future product planning purposes for companies. In the general marketing and consumer literature, the term market mavenism has been widely studied in relation to word-of-mouth communication. Market mavens are consumers who influence the marketplace by providing general shopping and marketplace information . Market mavens are influential in other consumers' decision-making by providing a supportive role as information providers and advisors. The similarities of fashion leaders and market mavens lie in that they are both considered innovative consumers and opinion leaders.
As recognized agents of word-of-mouth communication in marketing and fashion-related fields, this study conducts a comparison study of fashion leaders and market mavens by examining (1) the demographic characteristics of fashion leaders and market mavens and (2) how they differ in their evaluation of store and shopping related attributes, that is store evaluative criteria. First, this study examines and compares the personal characteristics of market mavens and fashion leaders. Next, an important factor that influences consumer decision making, how consumers perceive and value store attributes, is studied to better understand how fashion leaders may differ from market mavens. Because fashion leadership is defined within a particular product category, this study seeks to better understand how fashion consumers may differ in their shopping behaviors and preferences compared to other shoppers in general providing further evidence of the uniqueness of fashion in terms of marketing, retailing, and consumer shopping.
II. Literature Review

Fashion Leadership and Market Mavenism
Fashion leaders (also referred to as fashion opinion leaders) are individuals who serve as a source of information and influential in the decision making of other individuals on whether to adopt fashion-related products (Rogers, 1983; Summers, 1970) . Fashion products possess symbolic features in which shared social meaning is important. The importance people attach to specific consumption goods, such as those that are fashion-related, is very much evidenced in how these products receive social approval and becomes adopted and accepted by a collective group. As such, personto-person interaction and exchange of information is a key to the acceptance and adoption of fashion. And thus, fashion leaders are considered important agents that stimulate the diffusion of a wide array of consumer products. Through the years, consumer interest in fashion has been conceptualized and studied using various similar and strongly related constructs such as fashion leadership, fashion opinion leadership (Huddleston et al., 1993) , fashion involvement (Fairhurst et al., 1989) , and fashion perceptions (Summers et al., 1992) .
The market mavenism construct stems from the conceptualization originally presented in Feick and Price's (1987) original study. Market mavens were first identified by Feick and Price (1987) as general marketplace influencers whose tendency to be informative was visible across a broad range of consumer goods. According to Feick and Price (1987) , market mavens are defined as "Individuals who have information about many kind of products, places to shop and other facets of markets, and initiate discussion with consumers and respond to requests from consumers for marketplace information ".
Although market mavens are similar to other consumers who show a high level of interests in certain products, are active information seekers, and are highly involved consumers, market mavenism has been found to be a separate and distinct concept. For example, Feick and Price (1987) found that compared to the innovative consumer, market mavens tend to be more innovative across a broad range of consumer goods. Wiedmann et al. (2001) confirm that market mavens have a good overall market-related knowledge and a willingness to disseminate information that is not product specific. Market mavens use their knowledge and transmit information to satisfy a social and entertainment purpose .
Demographic Characteristics
Demographic characteristics are known to influence consumer behavior. While findings concerning how demographic characteristics may be used to profile fashion leaders and market mavens have varied, some consistent findings are evidenced. First, interest in fashion or fashion leadership has been associated with younger consumers (Goldsmith et al., 1987; Gutman & Mills, 1982; Summers, 1970; Summers et al., 1992; Tatzel, 1982) . Also, as females are recognized as primary purchasers of apparel, studies identify female consumers to be more interested in fashion (Summers, 1970; Summers et al., 1992; Tatzel, 1982) . Other findings pertaining to the demographic characteristics of fashion consumers are published but less consistent evidence is found. In terms of income, many studies have found fashion leaders to have higher socio economic status (Rogers, 1983 ) and higher occupational status (Polegato & Wall, 1980) . Income has also been associated with fashion leaders by many researchers (Hirschman, 1979; Huddleston et al., 1993; Summers, 1970; Summers et al., 1992) .
On the other hand, Tatzel (1982) found clothes conscious consumer to be at the lower income level and Goldsmith et al. (1991) found no relationship with income. Educational level has also been cited to be predictive of fashion leadership by many researchers (Huddleston et al., 1993; Polegato & Wall, 1980; Summers et al., 1992) , whereas Goldsmith et al. (1991) found no relationship between fashion leadership and education. Although many studies have examined the demographic characteristics of fashion consumers, most of these studies have been published in the 1980s and early 1990s and do not reflect the current consumer population. Also, although results contribute to the knowledge base of fashion consumers, many studies used data from limited convenience samples (e.g., female University students) and thus generalization of the findings to a larger population base is limited.
The demographic characteristics of market mavens are less clear with scholars presenting less consistent results. For example, studies by some studies report market mavens to be more likely female Higie et al., 1987; Williams & Slama, 1995) , whereas other studies report the male gender (Abratt et al., 1995; Walsh et al., 2004) . Also, a few studies suggest market mavens to be younger (Walsh et al., 2004; Wiedmann et al., 2001; Williams & Slama, 1995) and less educated Williams & Slama, 1995) . Fewer studies have been conducted on demographic characteristics in regards to market mavenism. Although, some similarities between fashion leaders and market mavens can be derived by comparing various studies, it is hard to draw a strong conclusion based on the studies. Hence, this study examines the following research question: 
Research
Store Evaluative Criteria and Shopping Behavior
Fashion leaders and market mavens share common ground in that they are motivated to shop and considered by others as major sources of information that influence consumer decision making. For example, Summers et al. (1992) found evidence that time spent shopping on self was related to fashion commitment and importance of clothing image and Goldsmith et al. (1991) found fashion leaders spent more money on clothing. Market mavens have been found to enjoy shopping and consider shopping as recreational Wiedmann et al., 2001) . As major marketplace influencers, fashion leaders and market mavens are important target markets because of their ability to influence the decision-making of other consumers. Because of their tendencies to transmit information, they are more likely to talk about product and store attributes such as sales, prices, quality, merchandise offerings, and customer service (Abratt et al., 1995; Higie et al., 1987; Lichtenstein & Burton, 1990; Slama & Williams, 1990) .
As part of the buyer decision process, consumers use criteria to evaluate purchase alternatives. The evaluative criteria are mostly based on the attributes and benefits buyers seek from products and stores in the consideration set (Williams & Slama, 1995) . Past research has suggested that a wide range of evaluative criteria could be applied depending on such factors as the purchase situation (Dickson, 1982) , purchase experience (Bettman & Sujan, 1987) , and personal variables (Williams, 2002) . Williams and Slama (1995) provide evidence that some general attributes that pertain to products and retail stores are relevant to a wide range of purchase decisions. Product and store evaluative criteria such as quality, image, convenience, and functionality are generally applicable to a wide range of products and stores.
Past research on fashion leaders and market maven respectively show some distinct preferences in their buying behaviors compared to other consumers. For example, early research found fashion conscious consumers to shop in traditional department stores or specialty stores (Gutman & Mills, 1982; Hirschman, 1979) . A study by Fairhurst et al. (1989) confirm that various measures of fashion involvement are positively related to store attributes such as merchandise assortment and quality, brand names, store services, and up-to-date merchandise. Also, consumers with more innovative tendencies for men's fashion apparel expressed more concern for guarantee, exchange, and adjustment policies. In studies concerning market mavens, studies by Walsh and Mitchell (2001) and Wiedmann et al. (2001) found market mavens to be price conscious. Williams and Slama (1995) found market mavens to differ in how they attached importance to evaluative criteria. In addition, Williams and Slama (1995) also found female mavens had greater concern for store selection criteria with emphasis on value and service.
In a retail shopping environment, it is almost impossible to visit all stores that carry similar products. Consumers must carefully select from a wide number of retail stores. Store attributes are of significant importance to consumers when deciding whether to spend time shopping in particular stores. Store evaluative criteria provide valuable insight into how consumers form positive impressions of a particular store as well as their buying behavior. Because evaluative criteria are considered to be influential in consumer decision-making, examining the store evaluative criteria of market mavens and fashion leaders provides a comparative understanding of consumers who are influential word-of-mouth agents for general marketplace information (market mavens) and consumers who are influential in regards to fashion. The following research question provides insight into how fashion leaders differ in terms of importance of store evaluative criteria compared to market mavens.
Research Question 2: What is the relationship of store evaluative criteria with fashion leadership and market mavenism and how do store evaluative criteria differ between fashion leaders and market mavens?
III. Methods
Data Collection Methods and Respondent Characteristics
Data used in this study originated from a national consumer survey of U.S. inner city and non inner city consumers. Which was funded by the International Council of Shopping Centers Educational Foundation (ICSCEF). The national consumer survey was conducted using a randomly generated consumer mailing list purchased from a data marketing company. The data marketing company generated the mailing list from Acxiom's InfoBase database, which integrates information from over fifteen of the nation's top data sources, and is verified and cleaned. For the purpose of this particular study, data from consumers living in non-inner city areas were used because it represented a much larger and diverse population and broader coverage of areas in the United States. Inclusion of data from inner city consumers would have resulted in a disproportionate number of consumers from this group and a biased coverage of geographic areas. In terms of the consumer sample used for this study, data were collected using the randomly generated mailing list of 4,993 consumers living in non inner city areas. First mail pieces including the survey were mailed and reminder postcards were mailed two weeks later. From the original mailings, 411 were returned with no forwarding address and returned questionnaires from 380 consumers were considered usable for data analysis.
<Table 1> summarizes the demographic characteristics of the sample. A high majority of the respondents were females (71.8%) and of Caucasian (90.2%) racial/ethnic group. The sample was well distributed 
Measures
With the exclusion of items measuring personal variables, all items were measured on a 5-point Likert type scale (1-strongly disagree, 5=strongly agree). For market mavenism, the original six-item market maven scale developed by Feick and Price (1987) was used in the study. The scale measures consumer tendencies to provide general shopping and marketplace information to consumers. A sample item of the market maven scale is "I like helping people by providing them with information about many kinds of products". For fashion leadership, a five-item scale was developed by the researchers based on scales used by Hirschman and Adcock (1977) . A sample item of the fashion leadership scale is "I influence the type of clothing my friends buy". Responses for both market mavensim and fashion leadership were combined and a composite score was generated for each respondent with high scores indicated a greater tendency towards market mavenism and fashion leadership respectively. The market mavenism scale showed a Cronbach's alpha (Nunnally, 1978) of 0.90 and fashion leadership was 0.88.
To identify market mavens and fashion leaders, the sample was divided into thirds following methods of previous studies for market mavenism (e.g., Walsh et al., 2004; Williams & Slama, 1995) . Using the trichotomization method, respondents were categorized into low, medium, and high groups based on their mean scores across the six items measuring market mavenism. Given the distribution of the scores, the three groups were not exactly the same but a best attempt was made to divide the groups into equal sizes. Respondents "high" in their market mavenism scores are referred to as market mavens (nhigh group=149, mean=3.93), and "medium" in market mavenism are referred to as moderate market mavens (n medium group =108, mean=3.13), and "low" in market mavenism are referred to as nonmarket mavens (nlow group=123, mean=1.95). To allow for comparison of data between market mavens and fashion leaders, the trichotomization method used to identify market mavens was also used to identify fashion leaders. For fashion leadership, respondents "high" in their fashion leadership scores are referred to as fashion leaders (nhigh group=155, mean=3.42), and "medium" in fashion leadership are referred to as moderate fashion leaders (nmedium group=118, mean=2.29), and "low" in fashion leadership are referred to as nonfashion leaders (nlow group=107, mean=1.41). Analysis of variance and post hoc multi-group tests verified significant differences among groups for both market mavenism (df=2, Mean Square=132.19, F=782.71, Sig. =.000) and fashion leadership (df=2, Mean Square= 131.56, F=809.29, Sig.=.000).
Items measuring store evaluative criteria were partially adopted from items in a study by Williams and Slama (1995) . The items measure various aspects of the store and products offered in the store such as product quality and value, assortment offerings, store and product prestige and likeability, and customer service and accessibility. The items were assessed with 5-point scales (1=Not Important, 2=Rarely Important, 3=Somewhat Important, 4=Important, 5=Most Important). The items were not intended to be exhaustive but were selected for their general applicability to a wide range of products and stores (Williams & Slama, 1995) . Because each item measured a unique aspect of store evaluative criteria, each item was analyzed independently rather than be developed into a composite scale.
IV. Results
Demographic Characteristics
First data were analyzed to examine differences in the demographic characteristics in relation to market mavenism and fashion leadership. <Table 2> − <Table 4> summarize the results of multivariate and correlation analyses which were used to determine the relationships.
The relationship between demographic characteristics and fashion leadership was similar to the relationship between demographic characteristics with market mavenism with the exception of age. There were significant differences among males and females for both fashion leadership and market mavenism with females showing significant higher levels. In terms of ethnic group differences, although African American showed higher mean scores for both fashion leadership and market mavenism, post hoc tests showed no significant difference across ethnic groups for either variable. In terms of education, there was a significant difference between respondents with less than a high school degree and graduate degrees for both fashion leadership and market mavenism. Less educated respondents showed significantly higher tendencies for fashion leadership and market mavenism. In terms of age, there was a significant negative correlation between fashion leadership and age. No significant findings were present for income.
Store Evaluative Criteria
First, store evaluative criteria were studied in relation to fashion leadership, market mavenism, and gender using correlation analysis. As past studies have shown a difference among male and female consumers concerning their preferences for store characteristics, gender was initially examined to explain possible interaction effects. However, subsequent multivariate analyses confirmed no interaction effects to exist when examining the effects of fashion leadership and market maven groups with gender.
Correlation analysis <Table 5> showed a significant relationship with a high majority of store evaluative criteria items with both fashion leadership and market mavenism. Items related to store merchandise selection, prestige and recognition, and quality were all items that correlated significantly with market mavenism and fashion leadership. Two items, "The store offers good value/prices", and "The store is nearby or easily accessible" was not positively related to either fashion leadership or market mavenism. On the other hand, there was a significant negative correlation for "I can get what I want quickly at the store" for both fashion leadership and market mavenism. In contrast to market mavenism, there were no signification relationships for fashion leadership for the following two items: "The salespeople have knowledge of the merchandise" and "The salespeople were helpful." Next multivariate analysis was conducted to examine differences in store evaluative criteria for respondents that scored high in fashion leadership and market mavenism (Table 6 ) − (Table 7) . Respondents in the fashion leaders group expressed significantly higher preferences for six of the 15 store evaluative criteria items ("It is easy to return merchandise at the store", "The store has a good reputation", "The store stocks well-known brands", "The store has a prestigious reputation", "The store is well-liked by people I know", and "The store stocks upscale brands"). On the contrary respondents in the fashion leader group scored significantly lower preferences for one item "I can get what I want quickly at the store". For respondents in the market maven group, respondents expressed significantly higher preferences for nine of the 15 items. These items included six items mentioned prior for fashion leaders and an additional three items ("The store has a wide selection", "The store stocks latest items", and "The store stocks products of good quality").
V. Discussion and Limitations
By comparing the characteristics and store preferences of consumers in relation to market mavenism and fashion leadership, this study furthers our understanding of fashion consumers at several levels. First, in terms of demographic characteristics, many similarities were found between fashion leaders and market mavens. Female consumers were found to be more active in word-of-mouth activities in general. In contrast, age was not related to market mavenism; consumers' overall consumption experience defined by years did not make individuals more prone to market mavenism. On the other hand, young consumers were more inclined to express fashion leadership supporting a strong majority of studies that confirm young female consumers to be more likely interested in fashion. An interesting finding is that a lower level of education increased tendencies for market mavenism and fashion leadership. An interesting study for future inquiry might examine whether highly educated consumers engage in more independent information search strategies rather than collaborative decision making due to such factors as self confidence in decision-making. This study also finds that fashion leadership and market mavenism exist at all economic income levels providing evidence that one's consumption power has no effect on tendencies of fashion leadership and market mavenism. The single demographic characteristic differentiating fashion leadership and market mavenism was age. With this finding, we are able to conclude that fashion is indeed a consumption domain of younger consumers. In terms of store evaluative criteria, the majority of items in the survey were more important as fashion leadership and market mavenism tendencies increased. However, the current study finds that consumers who had higher tendencies for both fashion leadership and market mavenism did not perceive a store's value/ prices and accessibility to be more important providing evidence that consumers with word-of-mouth tendencies are not necessarily bargain hunters and do not consider convenience in shopping as a major factor. Interestingly, a major difference in store evaluative criteria was that the need for knowledgeable or helpful salespeople did not increase with fashion leadership tendencies whereas a positive relationship in regards to market mavenism was found. When examining consumer groups based on the trichotomization method, the differences in the store evaluative criteria of market mavens versus non mavens mirrored those of fashion leaders versus non fashion leaders with a few exceptions. When examining consumer groups categorized into fashion leaders versus non-fashion leaders and market mavens versus nonmarket mavens, we can see that the consumer group categorized as fashion leaders and market mavens put more emphasis on the reputation, prestige, and likeability of the store. Also, fashion leaders were interested in easy return of merchandise and were likely to spend more time in the stores.
The two statistical procedures used to study the differences in the general store evaluative criteria of fashion leaders and market mavens show how the shopping behavior of fashion leaders are unique compared to market mavens. These results provide implications for marketing and retailing to individuals with fashion leadership tendencies and more importantly marketing and retailing fashion products in stores. First, it appears that because individuals with higher levels of fashion leadership are more independent consumers, fashion leaders may more likely gather information about various products independently from other types of information sources such as magazines, media, etc. Also, the importance of easy return of merchandise among consumers with higher levels of fashion leadership provide evidence of higher levels of experimental decision making and lower sense of risk in making a purchase. Another important aspect of fashion leaders was their willingness to spend more time at the store, which may explain for their less need for quicker decision making. Our results show that consumers with fashion leadership tendencies share many similarities with market mavens in how they evaluate stores, however, this study also highlights the uniqueness of how fashion leaders evaluate stores differently. This study sheds important light on how fashion leadership differs compared to market mavenism. Age is a significant demographic characteristic that differentiates the two word-of-mouth market agents. In addition, we find that preferences related to customer service and breadth and quality of assortment offerings also differentiate fashion leaders and market mavens. By simultaneously examining fashion leadership and market mavenism using a strong sample base, this study provides sound evidence of how consumers interested in fashion may have differing needs for shopping. We nonetheless note the limitations of the study. First, as mentioned above, the data from this study were generated from a national survey in the United States, further studies on other regions of the world is recommended in order for the current findings to be generalized to other regions of the world. Next, store evaluative criteria items were selected to measure consumers' general shopping tendencies and not specific to any product category.
Other measures that specifically focus on shopping behavior in terms of fashion might be studied in future studies. In addition, our measures for store evaluative criteria do not include store attributes that relate to mood or entertainment. These hedonic dimensions that influence shopping could be investigated in future studies. 
